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Abstract
This paper extends the study of the Korean TV soap opera screen-tourism phenomenon by 
examining the professional communication linkage between academia and the Korea 
Tourism Organization (KTO), South Korea's National Tourism Organisation (NTO). The 
authors analysed a convenience sample of articles in the area of Korean screen-tourism in 
order to determine the extent to which the academic literature had informed the primary 
tourism pull factors namely the desire to a) eat what Koreans eat, b) play how Koreans play, c) 
visit where Koreans go, and d) wear what Koreans like to wear as identified by KTO in its 
2013 National Integrated Marketing Communication (IMC) strategy. Given that visitor 
satisfaction could be optimised if each of these “products” are effectively marketed, NTOs 
should strive to formulate marketing strategies using empirical applied research inputs. This 
study seeks to determine if policy is congruent with academic research output within a three 
year period prior to the launch of the IMC strategy, and therefore indicate the role that 
academic research plays in the formulation of national tourism strategisation with respect to 
South Korea. Given that Korean TV soap operas have a strong international 'screen-tourism' 
effect engendered by the cultural phenomenon of Hallyu (Korean Wave), the country's 
tourism and hospitality industries have prospered. Content analysis of the eight (n=8) 
journal articles suggest that healthy professional communication between academia and 
industry exists in Korea. The findings suggest that close symbiotic relationships between 
tourism academics and policy makers such as NTOs should be fostered in view of attaining 
research-based strategy optimization. 
Keywords: Screen-tourism, Hallyu, Authenticity, TV soap opera, IMC, Korea Tourism 
Organization, Professional Communication.
Introduction 
Film-induced tourism has been researched since the 1990s (Busby & Klug, 2001; Hudson & 
Ritchie, 2006; Iwashita, 2008; Kim, Long & Robinson, 2009; Kim & Wang, 2012; Lin & 
Huang, 2008). Nevertheless screen-tourism is as a comparatively new area of research 
(O'Connor & Kim, 2010; Kim, 2012) and therefore researchers and policymakers naturally 
diverge in terminology calling it screen-tourism (Kim & Wang, 2012; Kim et al., 2009), film 
tourism (Connell, 2012; Kim & Long, 2012; Hudson & Ritchie, 2006), popular media-
induced tourism (Iwashita, 2008), and TV miniseries tourism (Lin & Huang, 2008). For 
purposes of this paper screen-tourism is used on the premise that it best represents the 
medium of viewing, i.e. a screen-based device such as television, computers and, 
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increasingly, hand-held portable devices such as smart phones, notebooks, tablets and iPads. 
Another reason for using the term is Connell's (2012) assertion that a collective term such as 
'screen-tourism' is appropriate because the specific form of viewing (e.g. big screen, small 
screen) is inconsequential in relation to the effect the phenomenon creates.
Cho and Agrusa (2011) note that TV soap operas are a popular tourism marketing tool 
employed by South Korean. The rapid growth of the Korean cultural phenomenon of Hallyu, 
also popularly known as the 'Korean Wave', can be attributed to the popularity of Korean TV 
soap operas abroad due to effective broadcasting thanks to fast internet streaming and 
competitive satellite TV channels. This popularity has engendered a considerable tourism 
'pull' factor effect (Lin & Huang, 2008) that has greatly benefitted the Korean tourism and 
hospitality industries, with the wave sweeping across countries in the Asia- Pacific Region 
including Japan, China, Taiwan, Thailand, Malaysia, Philippines, Indonesia, Singapore 
(Chan, 2007; KOTRA, 2005; Kim et al., 2008; Lin & Huang, 2008) and reaching Eastern 
Europe (OECD, 2014). 
Young and Young (2008) found that the contributions of screen products to visitor 
numbers were either 'fractional', 'diffused' or 'substantial' and that the magnitude of the effect 
differs greatly between destinations and that this is related to background causes, independent 
of screen effects. This variability can be explained by Bolan, Boy and Bell's (2011) findings 
that film tourists fall into three distinct types influenced by displacement (which is an indicator 
of authenticity) and therefore represent separate distinct markets. As many Korean TV soap 
operas are set in the actual film location (Korea Tourism Organization, 2014), displacement 
has little bearing and therefore appears to appeal to all the three types of film-induced tourists 
(tourists who visit both film setting and film location; tourists who visit film location only; 
tourists who visit film setting only) (Bolan et al., 2011).
The effect of film-induced tourism in Korea has been sizable, certainly falling into the 
substantial effect category described by Young and Young (2008). Since the late 1990s which 
is when Hallyu first emerged, inbound tourism has increased considerably. According to the 
Korea Tourism Organization (KTO, 2012), the 430,000 employee strong South Korea tourism 
industry earned US$7.4 trillion between 1999 and 2012. A positive growth trend in inbound 
tourist arrivals (KTO, 2013) affirms Bolan and Davidson's (2005) view that films which 
encompasses television sitcoms can motivate people to travel to where the film is set 
irrespective if that setting is fictional or actual. 
The literature identifies the primary pull elements for tourists to Korea as its natural 
scenery, historical sites, celebrities and entertainment industry personalities, shopping malls, 
amusement venues, and buildings featured in soap operas (Busby & Klug, 2001; Cho & 
Agrusa, 2011; Lin & Huang, 2008). The use of celebrities is deemed to be the most effective 
promotion tool to increase audiences' awareness and tourist attraction to a specific destination 
(Cho & Agrusa, 2011) and this is certainly evident in the South Korean context. Kim (2012) 
posits that the more emotional involvement audience develops through viewing the soap 
operas, the greater the likelihood of them visiting film tourism locations: this also appears to be 
realised in the South Korean context. According to the KTO (2013), Hallyu first emerged as 
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pop culture but so great was its uptake that it naturally expanded beyond the performing arts 
and into the areas of fashion, medical services, food, travel, hanguel (Korean 
characters/calligraphy), entertainment and IT/Electronics. The KTO engages in “Hallyu 
marketing” which is leveraging Hallyu via tourism technology (KTO, n.d.). Many of this spin-
off products are directly related to tourism resulting in the South Korean tourism industry 
being a big beneficiary of the Hallyu phenomenon which has created a strong desire for 
visitation to Korea (see Figure 1). Other Hallyu-derived outcomes are an apparent interest and 
appreciation for aspects of Korean culture which Kweon (2003:53) explains was 
commoditised as “popular consumer good” after the late 1980s.
Figure 1.Hallyu Image Survey (Korea Foundation of Cultural Exchange, 2013)
This 'Hallyu Tourism' phenomenon arguably was a consequence of the immense popularity of 
Korean TV soap operas in Japan evidenced by the influx of Japanese tourists visiting the 
filming locations of their favourite shows (KTO, 2013). Notwithstanding the continuous 
growth in tourism arrivals enjoyed by South Korea buoyed by Hallyu, an important aspect of 
screen-tourism is the issue of authenticity (Busby & Klug, 2001; Chan, 2007; Cho & Agrusa, 
201; Connell, 2012; Hudson & Ritchie, 2006; Kim, 2012). The notion of authenticity is 
fraught with complexity “often constituted by a 'collusion' between 'objects', places, others 
and a tourist's embodied interaction with these” (Buchmann, Moore & Fisher, 2010:230). 
Wang (1999:52) uses the three “types” of authenticity from a sociological perspective: 
“objective”, “constructive” and “existential” and applies them to tourism (see Table 1). This 
taxonomy implies the inherent subjectivity and ambiguity of the concept. 
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Table 1. Three Types of Authenticity in Tourist Experiences
On the premise that objective authenticity in tourism is predicated on authoritative 
authenticatable of a product, the onus would lie with the National Tourism Organisation 
(NTO) to act as the authority. However, as Wang (2007:801) observed from his study of 
customized authenticity in Lijiang, China, “staged authenticity” not only be desired but also 
embraced by tourists. It would therefore be difficult to operationalise object-related 
authenticity in tourism unless perhaps it is a geophysical aspect or relating to a relic. NTOs 
could conceivably provide a broad implied definition of a tourism product to prevent 
adulteration or misrepresentation. Constructive authenticity can also be considered 
problematic because of the possibility of there being “various versions of authenticities 
regarding the same objects” (Wang, 1999:352) stemming from the idiosyncratic variability of 
both tourism product providers and customers. 
The KTO, under the jurisdiction of the Ministry of Culture, Sports and Tourism, 
identified the primary international tourism pull factors as the desire to:
a) Eat what Koreans eat;
b) Play how Koreans play;
c) Visit where Koreans go; and
d) Wear what Koreans like to wear.
Eschewing the authenticity paradigm referred to previously, KTO has adopted an 
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approach that appears to apply the Heideggerian notion that the 'realness' of a location 
conforms to how it is pictured in the mind's eye of the tourist. Whilst Korean society is 
characterised as “mono-racial” and “mono-ethnic” (Lim, 2009), Lee, Arcodia and Lee (2012: 
334) observe that it “is in the process of transforming from an outwardly ethnically 
homogeneous society, to one that is multicultural”. Park (2010:119) notes that “national 
memories and identities are reconstructive and reflexive representations, which change with 
varying contexts and situations”. 
This KTO list prima facie does not mirror the pull elements listed previously (i.e. 
natural scenery, historical sites, celebrities and entertainment industry personalities, shopping 
malls, amusement venues, and buildings featured in soap operas) but there is a high degree of 
alignment and celebrities, for example, which was identified in the literature could be 
subsumed into all four pull factors. Food, on the other hand, does not appear in the list per se 
but is a necessity that is obtained and consumed at any of the locations identified as primary 
tourism pull factors and also in the company of celebrities and entertainment industry 
personalities.
The importance of food tourism is evident but Young (2005:114) cautions that “term 
“Korean foods/cuisine” is loosely defined as the foods that are recognised collectively as 
Korean by common knowledge of the general public, by means of shared consumption 
(commonly eaten by many Koreans) and by normative imagination (acknowledged as 
traditional or customary)”. As “national cuisines are by no means purely indigenous” (Young, 
2005:114) and shaped by global infusion, changes in the cuisine exemplified by “pyujo?n 
spaghetti, pyujo?n kimchee, and pyujo?n tagwa (tea and cake) (which) are just a few of the 
multitudinous fusion cuisines” emerging in Korea (Park, 2011:31).
Hence the pull factors identified is flexible to accommodate existing, and future 
evolution of, cultural markers that would identify the social and cultural behaviours of 
Koreans. Such flexibility is discussed by Yi (2003: 79) when he surmised that “Korean culture 
is the culture adopted by Koreans”. Han (2003: 8) alludes to the dangers of touting a definitive 
traditional culture:
The so-called traditional Korean culture that is the subject of folklore studies and 
classical ethnography is the result of profound historical changes—the colonial 
experience, war, process of industrialization—and the new forms of social, political and 
personal relations that are also result of these changes. It is well known that culture can be 
defined in various ways; more than one hundred and seventy-five definitions were found 
to exist in the early 1950s and the number has increased since then. The relation of culture 
to society is a dynamic, complex, and multifaceted process. It is an oversimplification to 
conceive of a single cultural system as reflecting or influenced by a single social system. 
Culture itself is a contested terrain in this sense.
These pull factors are incorporated in the 2013 National Integrated Marketing 
Communication (IMC) vehicle instituted by the Korea Tourism Organization (Figure 2) as 
'Contents' characterised as iconic attributes (Icons of Korea) perhaps with the objective of 
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alluding to a Unique Selling Proposition (USP) not easily imitable and exclusive to Korea.
Figure 2. 2013 Media Campaign Strategy for the 20-30 Age Group
Source: Korea Tourism Organization, 2013.
Figure 3 explains that the 'Contents' which are marketed to inbound tourists are People, 
Culture and Place. These three iconic attributes of Korea together create 'Emotional 
Dynamism' which is KTO describe as the creating the “experience (of) authentic Korean 
culture, people and place”. This implies that those three elements should be complementary, 
inter-dependant and mandatory. 
It is important to note that this IMC is specifically designed for the 20 to 30 year old 
target market and although the culture-people-place formula might be constant across 
different demographics, the nature of the content might vary considerably. It is important to 
note that the communication strategy does not refer to traditional culture per se possibly being 
cognizant of the stereotyping connotation that such terminology might create. Also notable is 
the semantics of the slogan in which 'aspire' is used to qualify authenticity in this case as by 
doing so enables accommodation of the three types of authenticity in tourist experiences 
described by Wang (1999) (see Table 1). 
Figure 3. Projected Image of Korea as “Emotional Dynamism”
Source: Korea Tourism Organization, 2013.
50
Korean TV Soap Operas : Alfred Ogle and Lana Lee Tsz Ying 
Korean TV soap operas are widely accepted to play a significant role as a Hallyu 
Tourism ambassador. Notwithstanding being of the soap opera genre, Korean TV soap operas 
are according to Kim and Long (2012:8) are “often grounded in topical issues, their 
concentration on everyday, 'domestic' life is realistic enough to engage audiences to believe 
that they are plausible representations of reality”. Kim and Long (2012:8) assert that:
This feature of 'topicality' and the contemporary settings of most TV soap operas could 
prove to be a useful device for producers to entice their audiences, because they may 
allow audiences to expect more opportunities not only to be exposed to a dramatic story 
with emotional attachment, but also to get perspectives on contemporary cultural and 
social issues and tastes such as for food, fashion, leisure, social life and even foreign 
languages, which are representative of people living in other places rather than within 
our linguistic boundaries
Taking into consideration the target market's age demographic and the distinct difference in 
young tourists' touristic preferences according to different cultural groupings/countries 
(Pizam & Fleischer, 2005), the nomenclature used in the positioning provides sufficient 
flexibility to cater to multiple overseas markets simultaneously by using a single targeting 
strategy. This singular targeting strategy would be cost effective as only one marketing mix is 
necessary.
This study seeks to determine this IMC strategy is informed by the academic literature 
in the area of Korean screen-tourism, validate the premise of the Korean national tourism 
strategy and ascertain the adoption of academic research in NTO policy decisions. 
Figure 4 depicts the prescribed national stakeholder approach to tourism branding 
communication. 
Figure 4. Integrated Approach to Branding and Communication in Korea
Source: Korea Tourism Organization, 2013.
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The process of producing and consuming research in a scientific community is 
underpinned by research communication which is in essence a dynamic social system (Garvey 
& Griffith, 1967). Xiao and Smith (2010) explain that an applied research community is 
characterized by the responsiveness of academics to the needs and practices of the industries 
and governmental agencies. They assert that “consequently, in the reflections on praxis in such 
a community, there is an increasing call for more evidence-based practices, or more effective 
use of research knowledge for better practices” (Xiao & Smith, 2010: 402). 
In the case of an NTO such as the KTO, as an organ of the Ministry of Culture, Sports 
and Tourism commissioned to promote the tourism industry domestically and internationally, 
it requires input from the academia which belongs to the multi-stakeholder group shown in 
figure 3. This acknowledges the contribution of academic research in the formulation of 
tourism policy and strategy, and its execution. 
The national integrated approach to branding and communication (KTO, 2013) would 
suggest a healthy professional communication relationship among academics, government 
agencies or policy-makers, and industry practitioners in the Korean applied tourism research 
community (Xiao & Smith, 2010). Providing that Xiao and Smith's (2007) proposition that 
tourism knowledge has accumulated in quality and quantity to such an extent that agencies, 
organizations, and businesses rely on explicit knowledge (i.e. academic publications) for 
policy, planning, and management decisions, it could therefore be expected that whatever that 
is reflected in the academic literature ought to be conspicuously evident in national tourism 
policy. 
Methodology
This qualitative study employs analysis of articles on the subject of Korean screen-tourism. 
Using Google Scholar to search the data base with the keywords “Korea” and “screen-
tourism”, the authors selected the first eight articles listed that published between 2009 and 
2012. Evans (2008) opined that using the Google Scholar search engine allows researchers to 
be in touch with prevailing opinions, while providing fast access to literature (Mikki, 2009). 
By examining if the four primary inbound tourist pull factors (see page 5) are reflected in the 
literature three years leading up to the formalisation and launch of the 2013 Media Campaign 
Strategy for the 20-30 age group (Korea Tourism Organization, 2013), the professional 
communication between academia and practitioner (tourism strategy and policy makers) 
could be gauged. Given the relatively small quantity of data emanating from the material 
convenience sample (n=8), qualitative content analysis is appropriate (Clark, Riley, Wilkie, & 
Wood, 2005).
 
The articles included in the study are as listed below indicating the author(s), publication title, 
and where the journal is published:
1. Extraordinary experience: Re-enacting and photographing at screen tourism locations 
(Kim, 2010; Tourism and Hospitality Planning & Development; UK).
2. Small Screen, Big Tourism: The role of popular Korean television dramas in South Korean 
tourism (Kim, Long & Robinson, 2009; Tourism Geographies; UK).
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3. From television to the film set: Korean drama Daejanggeum drives Chinese, Taiwanese, 
Japanese and Thai audiences to screen-tourism (Kim & Wang, 2012; International 
Communication Gazette; USA).
4. Audience involvement and film tourism experiences: Emotional places, emotional 
experiences (Kim, 2012; Tourism Management; NL)
5. A cross-cultural study of screen-tourists' profiles (Kim & O'Connor, 2011; Worldwide 
Hospitality and Tourism Themes; UK).
6. The relationship of on-site film-tourism experience, satisfaction, and behavioral intentions: 
The case of Asian audience's responses to a Korean historical TV Drama (Kim, 2011; 
Journal of Travel & Tourism Marketing; UK).
7. Touring TV soap operas: Genre in film tourism research (Kim & Long, 2012; Tourist 
Studies; USA).
8. A cross-cultural study of on-site film-tourism experiences among Chinese, Japanese, 
Taiwanese and Thai visitors to the Daejanggeum Theme Park, South Korea (Kim, 2012; 
Current Issues in Tourism; UK).
It is interesting to note that all the articles identified by Google Scholar where published in 
either European (UK, NL) or US-based journals. Although many articles were authored or co-
authored by ethnic Koreans, no Korean journal was represented in this sample. 
Findings and Discussion
The analysis of each sampled article is provided below ad seriatim with a synopsis and an 
assessment of relevance to the 2013 Media Campaign Strategy for the 20-30 age group (KTO, 
2013) (Figure 2). 
The elements of the IMC strategy are denoted by the associated alphabet in parenthesis.
(a) Eat what Koreans eat;
(b) Play how Koreans play;
(c) Visit where Koreans go; and
(d) Wear what Koreans like to wear.
1. Extraordinary experience: Re-enacting and photographing at screen tourism locations : 
Screen tourists' reproducing, re-enacting, contextualising and performing the scenes in the 
television drama Winter Sonata is discussed particularly in relation to the extent of replication 
achieved by tourists. Filmed on location on Nami Island, this contemporary TV series featured 
a wintertime romance. Foreign tourist arrivals to that location markedly increased during the 
winter season evidencing the show's strong screen-tourism effect. By comparing film footage 
with scene re-enactments by tourists, the consumption of the TV show not only created 
personalised memories and attachment with its filming location, but also produced new 
touristic spaces in which “reflexive and extraordinary touristic experiences in the form of re-
enacting scenes from the series and photographing their re-enactment” (p. 59) unfolds.
The article has a large degree of relevance to the IMC strategy specifically in respect to 
the natural seasonal setting of Nami Island (c). The winter snow-scape and autumn foliage 
depicted in the drama series is a true representation of temperate climate of the set (b) (c) (d). 
The distinct seasons experienced in South Korea is attractive to visitors from the tropics and 
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subtropical region and snowfall could be considered as an icon for its tourism industry and 
affirmed by its selection as the host of the 2018 Winter Olympic Games. Food (a) is not 
explicit however there would be scenes of food consumption and reference to cuisine in the 
series. Given that the series has a contemporary setting, any element of cuisine scripted would 
presumably indicative of food consumption norms in Korea. 
2. Small Screen, Big Tourism: The Role of Popular Korean Television Dramas in South Korean 
Tourism : The relationship between the Hallyu phenomenon-engendered screen-tourism and 
patterns of tourism in Korea was examined. The widespread circulation of the TV dramas in 
her neighbouring countries was possibly related to the theory of cultural proximity. Cultural 
proximity, however, cannot explain the immense popularity the shows had with audiences in 
Arabic and African countries, thereby prompting questions about how the production 
elements of Hallyu-inspired dramas (film location, visual techniques and direction, 
contemporary and nostalgic story lines, character/celebrity actors, soundtrack) appears to 
have a certain degree of universal appeal which is manifested in an influx of tourists, 
particularly female tourists, engaging in 'pilgrimage tourism' notably to Nami Island and 
Daejanggeun Theme Park. The authors identify a need explore the complexity and political 
economy of distribution, circulation and reception of TV programming, and how this mass 
media platform interacts and influences tourism. The manifestation of screen-tourism 
particularly in Yangjoo is the restoration of the famous outdoor drama set and the development 
of a theme park catering to visitors to a remote rural area which hitherto was not a tourism 
destination which alludes to the commercial aspect of mass tourism.
This article presents all the elements that are featured in the IMC. Beyond Korean 
gastronomy (a), lifestyle and entertainment (b), natural and man-made attractions (c) and both 
modern and traditional attire (d), it is interesting to note the emerging trend of young 
Taiwanese and Chinese women undergoing cosmetic surgery procedures to acquire Korean 
features and Japanese women being betrothed to Korean men.
3. From television to the film set: Korean drama Daejanggeum drive Chinese, Taiwanese, 
Japanese and Thai audiences to screen-tourism: The quasi-historical Daejanggeum drama 
series provides insights into the effect of serialized dramas on the involvement of the audience 
and their experiences when visiting the filming site called the Daejanggeum Theme Park as 
screen-tourists.  The main themes of the series were traditional Korean culture, Korean royal 
court cuisine and traditional medicine. The use of the modifier “traditional” appears to suggest 
tha portrayal of a historical account rather than an exact representation of the early 16  century 
lifestyle.
Although not directly addressing the elements of the IMC, this drama does introduce 
the audience to the cultural heritage (a) (b) (c) which is to varying degrees perpetuated in 
modern Korean society. In that regard, it does address the modern day behaviours and lifestyle 
in terms of cuisine, social etiquette and geophysical attractions.
4. Audience involvement and film tourism experiences: Emotional places, emotional 
experiences: This article examines how TV audience involvement affects on-site film tourism 
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experiences. Based on research conducted at the Daejanggeum Theme Park, Emotional 
involvement is identified as a main driver affecting screen-tourism experiences. Behavioural 
involvement also is found to drive screen-tourism experiences. Cognitive involvement was 
found to have minimal effect. The results suggest that is the viewer is emotional stimulated 
while watching the TV drama, the likelihood of that viewer wanting to engage in screen-
tourism increases.
The practitioner implications offered are as follows:
a) The popular media marketers should seriously consider the content of textual, visual 
and aural elements dealing with emotional and behavioural engagement rather than 
mere entertainment value when selecting the popular media programmes to be 
imported and exported.
b) Destination managers should offer products that cater to screen-tourists' expectation of 
experiences underpinned by symbolically and emotionally meaningful attributes.
As the study highlights the comparative greater the effect derived from emotional and 
behavioural involvement relative to cognitive involvement, exploiting shaping behavioural 
and emotional responses in the storyline of the TV series involving hedonic and conspicuous 
consumption of food, leisure, excursions and fashion aligns perfectly with (a) (b) (c) (d). As 
behavioural interaction refers to level at which viewer discusses or emulates the characters in a 
show. It involves a post-view critical reflection of a TV show which could lead to the formation 
of stereotypical images in the minds of the audience thereby propagating cultural 
commodification.
As one of the four 'Asian Tigers', Korea is a democratic nation with a developed 
economy which is held in high esteem worldwide. This global standing influence how the 
country and its people are perceived: Korean TV soap operas act as a window to the world and 
as they invoke the five key elements which correlate to the Emotional Dynamism, it can be 
assumed that this paper has direct relevance to the IMC strategy.
                             
5. A cross-cultural study of screen-tourists' profiles: Cross-cultural profiling of international 
screen-tourists to Daejanggeum Theme Park revealed subtle yet discreet difference in TV 
drama viewing behaviours and touristic activities. The sample was made up of Japanese, 
Chinese, Taiwanese and Thai tourists with the majority of the respondents being female 
(69.1%).
This study revealed that cross-cultural differences determined the preferred storylines 
of television dramas among the four nationalities. The Japanese audiences preferred romantic 
pure love stories with often heart-breaking and tear-jerking storylines, whereas the Chinese 
and the Taiwanese appreciated both love stories and comic romance with funny dialogues and 
storylines. The Thai audiences, however, were found to have no particular preference but 
enjoy watching diversified storyline themes in various settings from historical to 
contemporary and from heart-breaking love stories to hilarious comic romance. The authors 
noted that the pattern they found did not necessary static and could vary over time and 
recommend to both television drama producers and destination managers to offer a variety of 
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TV drama genres in order to satisfy the diverse preferences of different target markets of 
foreign audiences and screen-tourists.
The authors echo the exhortation of other scholars to maintain screen-tourism as a field 
of research order that it can evolve into a robust pull factor in its own right. The findings of the 
study can be argued to be incorporated into the ICM strategy as a variety of TV drama offerings 
across multiple genres will avoid disappointing any one target market/segment. With a various 
storylines and themes, the international viewer will maintain their consumption or even 
increase it as they would spoilt for choice. In addition, the domestic viewers will also benefit 
from enhanced programming. The flexibility afforded by the IMC elements allows many, if 
not all, elements to be addressed simultaneously.
6. The Relationship of On-Site Film-Tourism Experience, Satisfaction, and Behavioural 
Intentions- The Case of Asia Audience's Response to a Korean Historical TV Drama: The 
relationship between Asian screen-tourists' on-site experiences and their satisfaction level 
leading to revisitation intentions are examined. By analysing how Asian audiences respond to 
their consumption of the Daejanggeum TV series, the researcher found that on-site film-
tourism experiences incorporate three elements namely Novelty & prestige, Beyond Screen 
Experience & Re-enactment, and Intimacy & Memory. A causal relationship between screen-
tourism experiences and positive customer behaviours was identified. The author noted that 
destination marketing organisations see screen-tourism's enormous pull potential be realised 
with coordinated strategic-level efforts including ongoing applied research. Destination 
marketers and film-tourism providers or promoters should harness the elements derived from 
the analysis in order to capitalize on the marketing opportunities they present.
While explicitly referring to the venue/location (c) albeit in a purportedly period setting, this 
article holistically addresses all the other elements (a) (b) (d) in a more oblique way. The pull 
factor of TV dramas can be optimised through programming and together with other 
promotional vehicles market related and miscellaneous products and services.
7. Touring TV Soap Opera: Genre in Film Tourism Research:  By examining the main 
characteristics of TV miniseries soap operas as a genre compared with widescreen movies, 
four concepts related to film-induced tourism emerged namely serialization, audiences' 
exposure time, intercultural discourses and audiences' daily life narrative. The Winter Sonata 
was referred to as a “romantic TV melodrama” (Kim & Long, 2012: 182) and noted as one of 
the TV programmes that had received as much research scrutiny as cinematic releases. 
Gleaning from the literature, it was determined that TV dramas a) inform the audience, b) 
enhance curiosity towards the locations of production, and c) contextualizes the experience of 
the audience if they were to visit such locations. Serialization creates commitment and 
attachment of the audience to the characters, experience and location of the soap opera. 
Furthermore, the longevity of exposure attracts the audience to the characters and location of 
the film.
 Kim and Long (2012: 182) note:
Whereas spectacular scenery and recognisable sites are considered to be major 
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features in motivating viewers to travel to film tourism destinations (Riley and Van 
Doren, 1992; Riley et al., 1998), to some extent the particular nature and more 
domestic spaces of TV soap operas may induce viewers to become film tourists in 
different ways. Prospective tourists to small screen tourism destinations (e.g. TV soap 
opera-related film tourism destinations) might be attracted more strongly by 
characters, storylines, and the potential afforded to their imaginative and emotional 
involvement with a location rather than the attractiveness of its natural scenery, given 
the fact that natural scenery is typically limited in TV soap operas. Consequently, it 
may be suggested that film-induced tourists and television soap opera-induced tourists 
might be motivated by different intentions and anticipated experiences.
The element indicated in this study is the portrayal of “Korean-ness” on the human level (a) 
(b) (c) (d). This to a greater extent is reflected in the IMC strategy as the notion of a national 
identity can evolve over time and a broad scope availed by the strategy makes it future proof at 
least in the short to mid-term.
Conclusion and Implications
The content analysis of the eight articles published within a three year period ahead of the 
formulation and implementation of the 2013 National Integrated Marketing Communication 
(IMC) strategy which was underpinned by research undertaken by the KTO suggests an 
overall convergence between the primary international tourism pull factors of Korean lifestyle 
(cuisine, leisure, domestic travel, fashion) and the output of academics specialising in the area 
of Korean screen-tourism. This convergence suggests that a that healthy professional 
communication between academia and industry in the context of Integrated Approach to 
Branding and Communication in Korea framework that has the KTO, the Ministry of Culture, 
Sports and Tourism, and the Local Government & Private Sector collaborate in establishing 
national policy that drives all aspects of the South Korean tourism industry. Given that Hallyu 
continues to exert a tremendous pull factor influence via Korean TV soap operas, this film 
industry has to be strategic in every aspect of its operation to ensure that this vital marketing 
communication and income stream be optimized. This can be facilitated by a close symbiotic 
relationship between tourism academics and policy makers working in concert with the other 
tourism stakeholders. This collaboration should be fostered in every facet of tourism in view of 
attaining research-based strategy optimization.
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